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With the acceleration of the global economic integration, the marketing 
diversity as well as the enterprise globalization, the research on marketing is 
getting more in-depth while it is getting more and more critical to make an 
enterprise on up-trend and more profitable by establishing and selecting 
well-tailored tactics. Under the globalization background, the enterprises in 
China are facing more and more pressures and embracing challenges.  How to 
create outstanding marketing tactics along with full supports of the appropriate 
strategies becomes an unavoidable topic to be considered and settled by any 
enterprise, which can keep the enterprises remain ahead of their rivals under the 
fierce competition.    
Marketing is an industry which makes people easily experience 
disorientation.  Just like what Henry Ford said in his autobiography 
“Entrepreneur is always defeated by the success what they achieved because 
they will persevere in the way they used.  A very successful marketing tactic 
will hasten a strong enterprise and rapidly becomes a “Golden Chain” to bind 
the further development of the enterprise.  This thesis is trying to, by reviewing 
and learning from the development history of Avon in China in the past fourteen 
years, analyzes the conclusive role of selecting right marketing strategy as well 
as the tactics innovation to the surviving and development of an enterprise.  
There are six sessions included in this thesis.   
1、To point out marketing innovation is the key effect to the success of an 
enterprise through the introduction of Avon’s development.   
2、To introduce the current status and development trend of the cosmetic 
industry in China.  
3、By analyzing the environment together with the industrial structure to 
generate the key factors that enterprise shall consider when making the 














4、To raise the innovation significance by presenting the marketing concept 
and its evolution. In addition to that, this session focuses on the briefing and 
analysis of Avon first marketing innovation.  
5、To introduce the effect on the development tactics under the changing of 
the outer management environment and then generate the design, exploration of 
the marketing strategy under the new environment.  It also introduces the 
pending preparation.   
6、 The wrap-up is to stress the significant meaning of innovation.  
This thesis is expected to make constructive suggestions on the enterprise 
development by discussing the selection, processing, evolution and innovation 
of Avon marketing tactics.  Due to limited knowledge, there are some demerits 
in this thesis for further improvement.   More experts’ suggestions and 
corrections are warmly welcomed. 
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雅芳--全美 大的 500 家企业之一，1889 年创建于美国纽约。创始人
大卫. 麦可尼（雅芳之父），由于对莎士比亚的仰慕，以沙翁故乡的一条名
为 AVON 的河流为公司命名，从此，开启了全球数百万女性的事业。 
100 多年过去了，如今，雅芳已经发展成为世界上 大的美容化妆品公
司之一。在世界 53 个国家和地区直接投资，拥有 43000 名员工，向全球 135





公司总裁兼首席执行官钟彬娴对雅芳是这样定位的。2001 年 8 月，在美国
极具权威的商业杂志《商业周刊》“全球 有价值的品牌”100 强评比中，雅
芳以其雄厚的实力和优秀的品牌形象，成为入选的唯一的美容化妆品品牌，




































雅芳于 1990 年进入中国。雅芳投资 2795 万美元，与广州美晨股份有
限公司合资成立雅芳（中国）有限公司。作为第一家将直销模式正式引入
中国的企业，“雅芳小姐”开始以直销方式销售产品。到 1997 年，雅芳在全




运作的雅芳也受政策影响，市场推动发展缓慢。1998 年 4 月 21 日政府宣布
禁止任何形式的直传销，雅芳也不例外。 
    1998 年 6 月 15 日，雅芳成为中国首家获政府批准转型的企业，采用批
                                                        
①  多层次直销是比较复杂的组织，简单地说就是销售层与管理层超过三个层次以上的直销系统，这
种直销由人际关系链来进行直接销售，是一种联系紧密的网络群体 


















年 9 月，雅芳第一个专柜落户东莞；1999 年 3 月，雅芳第一个授权产品专
卖店在广州建立；2000 年 10 月，雅芳第一个旗舰店在北京东方广场成立；
2002 年，雅芳第一批概念店在北京、上海和广州三地落成。 
    2000 年 11 月，中国雅芳开始进行产品的网上销售  






雅芳在中国的销售又大幅度的回升，从 1998 年的 3.7 亿增长到 2004




































雅芳公司        雅芳销售经理       雅芳小姐       顾客 
2. 转型后 
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高年份达 41%。目前全国化妆品生产企业有 4000 余家，从业人员约 24 万
人。2000 年化妆品市场的销售额为 350 亿元，2001 年为 400 亿元，2002












                                                        
①  引用张兵武著《化妆品品牌营销实务》P1 
②  引用香港贸易发展局著《以品牌赢取内地市场-CEPA（Closer Economic Partnership Arrangement）
商机》P2 
③ 《2002CCB 中国品牌评价报告》的研究模式为中国品牌评价系统（CBRS），是由新生代市场监测
机构引进国外先进、成熟的模型与方法，每年在全国 30 城市随机调查 70000 个样本完成，具有
研究范围广，数据精度高等特点。报告通过市场保有率、市场购买率等指标，完成对 5000 个著
名消费品品牌的评价。同时，每一个品牌消费群构成、消费者购买行为、消费群的媒介接触习
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